HanucaHuu pykonucu. OKoHYameribHasi 8epcusi pyKo-
nucu 6bina o0obpeHa scemu asmopamu. A8mMopbI He
rony4arsnu 2oHopap 3a uccredosaHue.
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Abstract. Aim. International business has dramatically been expanding. Pharmaceutical companies expanded in
foreign markets in order to survive. Importance of international marketing strategy has been rising due to increase of
foreign market percentage from total world market and foreign competition. Accordingly, pharmaceutical companies
marketing strategy should be coordinated in different countries. Material and methods. Reviewing of an immense
argumentation with regard to appropriate marketing strategy in different markets of different countries. Results and
discussion. There are two marketing strategy choices, i.e., either standardization or adaptation. There are both
advantages and disadvantages of standardization and adaptation in pharmaceutical marketing promotion. Conclusion.
There are a lot of factors affecting standardization and adaptation. These factors are related to the product, the hosting
market and the pharmaceutical company itself. Mixing both standardization and adaptation in marketing strategy of
pharmaceutical companies should be done in a real life practice. Pharmaceutical companies should aggregate the
worldwide heterogeneous market into homogenous clusters. These aggregations depend on similarities of attitude to
demand or offers between countries in each cluster and can be done at cross cultural or geographical level.
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CTAHOAPTU3ALUUA U ABANTALNA
B ®APMALEEBTUYECKOM MAPKETUHIE

JIATYTKUHA TATbSIHA MMIETPOBHA, £0KT. hapM. Hayk, npogeccop kadenpsl yrnpasaeHus u IKOHOMVKM dapmanmi,
MeanLIMHCKUI gakynbTeT, Poccuiickuii yauBepcuteT apyx6bl Hapoaos, Poccus, 117513, Mocksa, JIEHUHCKWI MPOCEKT,
135-1-591, e-mail: lagutkina.t@gmail.com, rpaxaaHcTBo: Poccus

BAXJ10J1 MOXAMME/Z MOCTA®A XOCCHU ABAEJIA3U3, acnivipaHT kagenps! ynpaBaeHus u 3KOHOMUKU GapmaLmm,
mMeanumHckuii pakynsteTt, Poccuiickuii yHnBepcuteT Apyx6bl Haponos, Poccus, 117198, Mocksa, yn. Muknyxo-Maknas, 21,
kopnyc 1, e-mail: Ph_hossni@®yahoo.com, rpaxaaHcTBo: Ervner

Pedbepar. Lesib. MexayHapoaHbii 6u3Hec paclumpseTcs. YTobbl npogomkaTb CyLlecTBOBaThb, hapMaLleBTUYeCKMe
KOMMNaHU1 YBENUYMBaKOT Cepy BNUSAHMSA Ha 3apyDBexHbIX pbiHKax. BaXHOCTb MexayHapoaHOM MapKeTUHIOBOM cTpaTte-
TK pacTeT 3a CHET YBENMUYEHNs NpoLeHTa 3apybexHoro pbiHka oT 06LLero YvMcna MMpoBOro pbiHKa U MEXAyHapoaHON
KOHKypeHuumn. CnegosaTenbHO, MapKeTUHIOBbIE CTpaTerum dhapmaLueBTUHECKUX KOMNaHWIM AOMKHbI ObITb COrnacoBaHbl
B pasnuyHbIX cTpaHax. Mamepuan u MemoOsl. [poaHanv3vpoBaHO OFPOMHOE YMCIO OBGOCHOBAHWI B OTHOLLEHWM
COOTBETCTBYHOLLEV CTPATErMn MapKeTUHra Ha pasnuyHbIX pblHKax pasHblx CTpaH. Pesynbmambi u ux obcyxdeHue.
CyluecTByeT [Ba BapvaHTa MapKeTUHIOBOW CTpaTeryn: ctaHgapTusaums unv agantaums. B passutum dpapmaueBtu-
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4YeCKOro MapKeTuHra eCTb CBOW MperMMyLLeCcTBa U HELOCTaTKM Kak CTaH4apTM3aumMn, Tak U agantauun. 3aksiroyeHue.
EcTb MHOrO (hakTopoB, BNNAIOLWMX HA CTaHAapTU3aumio 1 aganTtaumio. Tn akTopbl CBA3aHbI C MPOAYKTOM, PbIHKOM
pasmeLlLleHMa 1 camon hapmMaLeBTUYECKOM KOMNaHnen. B npakTuke peanbHON XMU3HU OOIMKHO NPOU30oMTM CMeLLVBa-
HVe cTaH4apTu3auuy 1 agantaumm B MapKeTUHIOBOW cTpaTternmn hapmaueBTUYecKnx KoMmnaHuin. dapmaueBTnyeckmne
KOMNaHuy AOMmKHbI 06beanHUTb BCEMUPHbBIA HEOOHOPOAHbLIN PbIHOK B OQHOPOAHbIE KNacTepbl. OTW 00beanHeHUst
OCHOBaHbl Ha CXO[CTBE OTHOLLUEHUSI K BOCTPEOOBAHHOCTU MMM NPEANOXEHUAM MeXAy CTpaHaMu B KaXOOM knactepe
N MOTyT ObITb CO3[aHbl HA MEXKYNBLTYPHOM WK reorpadnyeckoM YpOBHSIX.

Knroyeenble cnoea: ctaHgapTM3aums, agantaums, gaktop, MapKeTuHroBas ctpaterus, dapmauesTnyeckas kKomna-

HUA.

Ans ccbinku: JlarytkvHa, T.M. CtaHgapTnsauuns n agantaums B dhapmaveBTudeckom mapkeTtudre / T.I. JlaryTkuHa,
M.M. Baxnon // BeCTHUK COBpEMEHHOW KIMMHUYecKon meanumHbl. — 2016. — T. 9, Bbin.1. — C.40—45.

1. Introduction. Internationalization of business in
general has dramatically been increasing. Technological
expansion, liberalization and global competition
led to this rapid growth. Companies expanded their
activities in foreign markets in order to survive.
Importance of international marketing strategy has
been increasing due to increase of foreign competition
and foreign market percentage from total world market.
Accordingly, pharmaceutical marketing activities
should be coordinated in different markets. Market
promotion tools are the most noticeable and culture-
bound function. They are applied to communicate with
different audience of companies and influence them.
Results of marketing promotion of two pharmaceutical
companies might differ, although the same resources
were allocated. The right marketing strategy in different
markets of different countries is a big debate. There are
two choices, i.e., either standardization or adaptation.
For standardization, the pharmaceutical company uses
one strategy only in different countries. Therefore the
pharmaceutical company assumes that all customers
have the same or similar needs. For adaptation, the
pharmaceutical company does not consider similarity
of customers in different countries, but establishes a
specific marketing strategy for each country. These
choices are due to different factors such as economic,
cultural and legal issues in each market.

2. Historical Argumentation between Standar-
dization and Adaptation. There is an argumentation
between standardization and adaptation of activities
of companies working in more than one country in
international marketing. Levitt (1983) argued that «a
powerful force drives the world toward a converging
commonality, and that force is technology» [1].
Boddewyn et al. (1986) argued that there are national
differences in habits, regulations, tastes and technical
requirements which prevent standardization [2].
According to Levitt; there is a homogenous international
market in the world, the driving force is advanced
technology and standardization is the right way in
international marketing. On the other hand, according

to Boddewyn, this homogeneity is absent. In fact,
academics have an orientation towards adaptation,
because of their viewpoint, i.e., absence of international
homogenous market and similarities of consumers and
standardization are impossible. In contrast, practitioners
are fluctuating between standardization and adaptation
[3, 4] (figure).

3. Globalization and Standardization. The term
«globalization» came from the term «global» which
means world scale in the late XIX century. It became
popular in the early XX century with high rate of
publications. From 2002 to 2008, publications correlated
to this topic were more than 1100 publication per year
[5, 6].

Global companies are seeking to standardize
their products and try to keep standardization of their
issues with high degree, because of international
market homogeneity. Standardization means «creating
uniform business processes across various divisions
or locations». This is done with considering that the
company knows what is good for the customer [5,
7—11].

Global competitors are seeking standardization
in order to decrease international cost. For these
companies, the global market is homogeneous.
The company believes that its patronage will be
exponentially expanded and it will consequently attract
more customers as they will more prefer lower cost
than local preference. Global companies know the
urgent need for worldwide competition and vigorously
work toward global convergence. Their products are
being offered for standardized international needs in
worldwide market with lower price [1].

According to standardization, pharmaceutical
companies assume that all customers all over the
world have the same needs. A lot of economics
supported globalization and standardization, because
of their positive aspects. Advantages of standardization
(table) are valuable and we can enumerate them.
Standardization is focused on economies of scale
which will lead to decreasing total costs. In advertising

Academics Adaptation Depend Study Adaptation
on the situation the situation
} i i i i
Practitioners 1950 1960 1970 1980 1990
Adaptation Increased Adaptation Trend towards

standardization

standardization

Different Approaches to International Advertising Strategies over time for Academics and Practitioners
(Source: Madhu Agrawal, 1995)
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Advantages and Disadvantages of Standardization and Adaptation

Marketing Strategy Advantages

Disadvantages

« Economies of scale.

* Decrease of total costs.

« International customers will be less
confused.

« Strong brand and company image.
= Synergism of marketing activity.

* Quality enhancement

Standardization

» Mismatching actual customer needs.

* Less sensitivity to changes in the host market.

* Less competitiveness & competitive advantages.
» The company will be seen as a foreign company.
* Lower customers trust.

* Decrease of total sales.

* Less profits

Adaptation » Matching actual customers’ needs.

» Customers trust.

« High sensitivity to changes in the host
market.

» High competitiveness.

» Competitive advantages.

* Increase of total sales.

* High profits

* Increase of total costs.

* Variable qualities.

» Confusion of international customers.

« Difficult in synergism of marketing activity

preparation, the cost is decreased; international
customers will be less confused as advertising is
identical worldwide. Other advantages of standardization
are represented in strong brand image and company
image due to synergism of marketing activity. Moreover,
quality will be enhanced by standardization, not only
lowering of total cost. The international company
is gaining experience and knowledge from a lot of
companies, also quality of standards and preferences
come from a global viewpoint. Therefore, the company
will be able to increase quality and improve resources
management through standardization and globalization
strategy [12—14].

4. Adaptation. Most researchers apply the term
adaptation as the extreme opposite of standardization
[15, 16]. According to Mediana and Duffy, 1998;
adaptation is «obligatory modification of standards
(tangible and/or intangible attributes) of products
intended for the country’s inner target market with
the aim of making the product suitable for conditions
of foreign market environment» [17]. Adaptation is
setting different strategies of the marketing mix [18].
For international advertising strategy, adaptation for
each market should be done, as a separate entity.
That action is taken because each market has its own
politics, legalizations, culture, economic situation and
different medical needs. Academicians are considered
with contingency approach. The decision is not to
completely standardization or adaptation concerning the
applied strategy, but depends on the actual situation in
a particular market [19—24]. This situation depends on
different environmental factors.

From this viewpoint, pharmaceutical worldwide
market is not a homogeneous market. Even in one
country there are different market segments with
different demand and needs. For example, market
segmentation in one country or nation will lead to
alteration of product features to meet target demand
and needs [25]. These changes start from packaging
and extend to product main features. If this difference
exists in a country, so it is stronger in different countries
and in the worldwide market [26]. Large pharmaceutical
companies which operate in only one nation may be
unable to standardize their products. They may have
product lines instead of a single product version. These
product lines exist because of different ethnics and
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institutional differences. The companies may be forced
to customize one product to meet the needs of different
segments, because they believe that success requires
searching for similar opportunities in similar segments.
Many companies tried to standardize their products and
exported it directly without adaptation. Therefore, they
have miserably failed [1].

Advantages of adaptation (look through table)
depend on buyer behavior difference in each market
and are influenced by his preferences. In case when
product related attributes are the same; evaluation
of these attributes by the buyer will be different from
country to another. For pharmaceutical companies to
successfully compete in the host market, they must
adapt their strategy for this market. The company's
advertising strategy should be adapted to the host
market. The pharmaceutical company may not prefer to
be seen as a foreign company, as the customer prefers
being familiar with a local company. The company must
also adapt its strategy, products, marketing activities and
advertising to the host company's legal rules and culture.
Accordingly, the company will gain customer trust and
get high profits. These profits result from adoption
to actual customer needs and total sales increase.
In addition, the company will gain high sensitivity to
changes in the host market. All these interactions will
lead to high competitiveness, competitive advantage
and profits [16, 27, 28].

5. Factors that Affect Standardization and
Adaptation. There are a lot of factors that affect
degree of standardization and adaptation of marketing
promotion of pharmaceutical companies, because they
have an effect on communication process between
companies and their customers.

Toyne and Walters (1989) refer to the following
factors such as: cultural, language, social, legal,
competitive and economic differences [29].

De Mooij (1994) agreed with Toyne and Walter that
legal, cultural, social, economic issues and competition
have a great effect on standardization and adaptation. In
addition, he argued that choice of complete standardization
or adaptation of marketing strategy is rare, where the
right choice is the applied degree of standardization
or adaptation. This degree is related to a lot of factors,
such as: product category, product life cycle, branding,
positioning of brand, media, market affluence [30].
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Mulbacher (1999) argued that standardization
degree is affected by a lot of factors. He divided
them into four main groups: internal environment
(international experiences, corporate management
attitude, international orientation goals, cost of R&D);
product (product nature and uniqueness, cultural
specificity), market (stage of life cycle, urbanization
degree, structure of distribution system, technology
degree, price sensitivity) and macro environment
(regulations, politics, technical and social issues,
geography) [31].

Papavassiliou and Stathakopoulos (1997) defined a
lot of factors that affect degree of standardization and
adaptation in advertising and conceived a framework
for that purpose. They categorized these factors into
three main groups: local variables (culture, economy,
legal, competitions), firm variables (managerial and
financial issues, nature of products), intrinsic variables
(advertising objectives and creativity, expenditure,
government control, other tools of communication mix,
barriers and supportive activities) [13].

Researchers are different in their definitions,
recognition and categorization of different factors that
can affect marketing strategy. All of them mentioned
factors that affect marketing promotion strategy of
pharmaceuticals in different degrees. Although there are
apparent differences in classification of mentioned factors
by researchers, difference between researches is due to
orientation of their categorization of these factors. We
can summarize them to: product related factors, hosting
market related factors and company related factors.

We can stress that standardization orientation has
important benefits, for example, economies of scale,
synergies of non-complicated marketing activities
across markets, because international market seems
to be homogenous from standardization viewpoint. On
the other hand, adaptation orientation has important
benefits, for example, competitive advantages and
higher sales, because of different consumers’ needs
in different cultures and countries. But each of them
has its drawbacks, for example, standardization leads
to decrease of total sales and adaptation leads to
increase of total cost. There are limits for the factors
which have influence on international marketing strategy
of companies.

One total marketing strategy, i.e., complete
standardization or complete adaptation cannot be
literally applied in practical life. Accordingly, there is
a need for a solution to pharmaceutical companies.
From our viewpoint, the recommended solution
for the dilemma is a mixture that consists of both
standardization and adaptation marketing strategy. The
international pharmaceutical company should aggregate
similar countries in a separate section. Therefore, it
will have clusters formed of similar countries. This
will help the companies to have more standardized
marketing strategy to each homogenous cluster and
simultaneously more adapted marketing strategy for
this cluster. Similarities of attitude to demand or offers
between countries can be done at different levels: cross-
cultures level or geographical level.

6. Conclusion. As a result of profound understanding
of standardization and adaptation of marketing
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promotion in pharmaceutical market, we can conclude
that there are both advantages and disadvantages
of standardization and adaptation in pharmaceutical
marketing promotion. The main motive of standardization
is cost saving. By directing marketing promotion at
central level, the company can utilize its full creative
competence and uniform image. On the other hand,
adaptation of pharmaceutical marketing promotion
is necessary due to difference in factors that have
influence on marketing strategy. There are a lot of
factors which affect standardization and adaptation.
These factors are related to the product itself, the
hosting market and the pharmaceutical company itself.
The recommended solution to avoid drawbacks of both
complete standardization and complete adaptation is to
reach a balanced pharmaceutical marketing strategy,
because complete standardization or complete adaption
are not recommended to be applied in real life practice.
A mixture of both standardization and adaptation of
marketing strategy of pharmaceutical companies
should be utilized. Pharmaceutical companies can
aggregate the worldwide heterogeneous market into
homogenous clusters. These companies will increase
level of standardization to each similar cluster and
simultaneously the applied strategy to each cluster will
be adapted to this specific cluster. Clusters aggregation
depends on similarities of attitude to demand or offers
between countries in each cluster and can be done in
cross cultural or geographical level.

7. Further Research Implications. Although
argumentation of standardization and adaptation
is running for decades, there are a lot of issues
to be investigated. Firstly, we recommend that of
pharmaceutical companies’ managers pay more
attentions to new correlated factors and environment of
different countries that are important to pharmaceutical
marketing promotions. Secondly, it is significant to
study physicians’, pharmacists’ and patients’ reactions
to standardizations and adaptation of marketing
promotions. Thirdly, it is noteworthy to study results of
standardization and adaptation of marketing promotion.
Fourthly, it is important to investigate which tools of
marketing promotion can be easily applied trans-
boundary. Finally, it is considerable to study if there is an
effect of country origin of pharmaceutical companies on
standardization or adaptation of marketing promotion.

The transparency of study. The study did not
have sponsorship. Authors are fully responsible for
the provision of the final version of the manuscript for
publication.
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Pedepar. Llenb uccrnedogaHusi — oueHka 3heKTUBHOCTU 1 6€30MacHOCTU COYETaHHOTO NPUMEHeHUs MpenapaToB
«ApTpagon» (XoHApouTWHa cynbdat) n «ApTpakam» (rioKko3aMuHa cynbdaT) y naumeHToB ¢ octeoaptpo3om (OA)
KoneHHbIx cycTaBoB. Mamepuan u memodsl. [poBedeHo komnnekcHoe obcnegosarHne 30 nauMeHTOB C LOCTOBEP-
HblM anarHo3om OA KOMeHHbIX CyCTaBOB U BbIpaXXeHHbIM B0neBbIM CMHAPOMOM, cpedHuin Bo3pacT — (58,7+5,1)
roga, anutenbHocTb 3abonesanna — (5,9+2,9) roga. B pononHerwne k nonyvaemow Tepanun HINBI Bcem nauneHTam
Ha3Havanucb Npenaparbl XOHAPOUTUHA cynbdaTta («ApTpagony) BHYTPMMbILLEYHO U rMOKO3aMuHa cynbdarta («ApT-
pakam») YepefoBaHMeM Yepes AeHb Ha 2 Mec. A deKTMBHOCTb Tepanuu onpegensanach Yepes 1 n 2 Mec neyexHus
COrnacHo ANHaMuKe nokasartenemn CyCTaBHOro CMHAPOMA: MHTEHCUBHOCTL 6omm B cycTase (BALL), okpy>kHOCTb CycTaBa,
nhagekc WOMAC, notpebHocTb B HIMBI, achhekTMBHOCTEL Tepanum No MHEHUIO NauneHTa u Bpada. Pe3ynbmamsi u
ux obcyxdeHue. Yepes 2 mec KOMOMHMPOBAHHOW Tepanuv npenapaTtamu rMoKo3aM1MHa 1 XOHAPOUTUHA cynbdaTa
Habntoganock goctoBepHoe (p<0,05) ymeHblieHne 6onm npu asmxeHnn, 60ne3HeHHOCTN CyCTaBoB Npu nanbnaumu,
OKPY>KHOCTW KOMNEHHOTO cycTaBa, CHxkeHne nigekca WOMAC, BpeMeHN NPOXOXAEHNS paccTosHus B 15 M, noTpeb-
HocTn B HIMBI, kynnpoBaHue nokanbHOro BocnaneHus B cyctaBax. QgekTMBHOCTb Tepanmm Obina oueHeHa nauu-
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